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Abstract— The primary objective of this research project is to investigate the influence that different 
characteristics of healthcare marketing culture have on marketing creativity. The investigation was carried 
out at the various medical facilities located in the Kurdistan region of Iraq. In order to evaluate the 
effectiveness of the study, the researchers used a quantitative research approach in the form of a survey. 
Despite this, the researchers were successful in collecting a total of 161 completed surveys. In order to 
evaluate the current study, the researchers utilized hierarchal multiple regression analysis as well as the 
Sobel test; the results of these analyses indicated According to the findings, there is a positive and significant 
connection, both directly and indirectly, between cultural value and cultural satisfaction as marketing 
culture aspects and marketing creativity. In addition, cultural experience plays a positive and significant 
role in mediating the connection between cultural value and marketing experience. Nonetheless, putting an 
emphasis on cost savings, enhanced quality, and distinct industry are three essential components that are 
necessary to improve healthcare systems that are supported by patients. This is something that can be 
accomplished through the acquisition of new technology as well as through workers who are well-trained 
and motivated to use their expertise for the betterment of society in a way that carves out a distinct market 
that competitors can either rarely replicate or copy at a high cost. 


Keywords— Marketing, Marketing culture, Moral, Value. 


I. INTRODUCTION 


Current organizations, regardless of the type of organization 
they are, are subject to a wide variety of environmental 
circumstances. These environmental conditions are defined 
by ones such as their rapid change, which has presented a 
great deal of difficulty for these organizations (Hamad et al., 
2021). The organization has to come to terms with a new 
mindset so that it can respond to these issues in a manner 
that is both scientific and well-organized. An example of a 
cultural philosophy that may be applied to the philosophy 
mapping of management in these firms is the marketing 
cultural philosophy (Mkhize & Ellis, 2020). It will provide 
the most necessary instruments to deal with the changing 
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conditions of the environment. This ideology is recognized 
as one of the most influential economic and management 
philosophies, and it also has an effect on the profitability of 
enterprises (Hamza et al., 2022). It encourages the 
establishment of an organizational culture inside each 
organization. In addition to this, it encourages businesses to 
engage in ethical behaviors and activities that are geared at 
improving their competitiveness (Sadq et al., 2020). At the 
same time, the activities that are practiced throughout the 
various levels of the organization seek to create an exchange 
of marketing expertise, and once this is accomplished, the 
organization will receive a collective reaction from it 
(Abdalla Hamza et al., 2021). As a consequence of this, 
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there will be a common aim for all departments and 
personnel within the business, and that goal will be to 
provide consistent and greater value to the firm's clients 
(Othman et al., 2022). In addition to this, it possesses a 
strong ability to adjust to new circumstances and make 
adjustments in order to cope with bringing about change and 
transformation in businesses by means of efficient 
marketing (Jamil et al., 2022). In this regard, due to the 
complex and frequent changes in marketing, market 
management places a higher focus on determining the wants 
and aspirations of customers and conducting research in this 
area (Ahmed & Faeq, 2020). In addition to this, it provides 
items that differ from what its rivals reveal about the aspects 
that set them apart from it. For instance, if a company is able 
to successfully complete this marketing process while also 
maintaining a strong focus on a particular consumer (Jwmaa 
et al., 2022), this will lead to an increase in marketing 
innovation as a result of planned and accomplished goals. 
As a result of the aforementioned significance, this 
investigation was carried out to cover these topics and 
demonstrate their significant contributions to the operations 
of research organizations located within hospitals in the 
Kurdistan area of Iraq (Sadq et al., 2021). The current study 
sheds light on both marketing cultural dimensions and their 
effectiveness that have been employed based on marketing 
elements (Faeq, 2022), inventory (Ismeal et al., 2021), and 
field to understand the link between innovative marketing 
culture and elements of innovative marketing, as well as 
analyzing the relationship and abstract effects on these 
dimensions (Mahmood et al., 2022).As we can see, modern 
experiences need to be simultaneously accepted as part of 
organizational culture in order to be considered valid (Faeq 
et al., 2020). These concurrent occurrences make effective 
use of marketing service providers and help to sustain such 
businesses (Anwar & Shukur, 2015). The advocates of this 
strategy are in agreement that the culture of an organization 
plays a significant role in the process of commercializing 
services (Hamad et al., 2021). The supply of services and 
simultaneous usage of those services, such as in-person 
meetings, will strengthen the workers’ and customers' 
physical and mental integrity (Ali, 2020). In addition to that, 
Chatterjee and Kar (2020) stated that the culture of 
marketing relates to trends, political habits, and a formula 
that is relevant to the present moment (Faeq et al., 2021). 
Employees are guided to engage in demanding behaviors by 
the same culture, and it is important for the firm to take a 
look at marketing and carry out marketing activities 
(Anwar, 2016). On the other hand, Anwar (2017) and other 
scholars and professionals have recently given greater 
attention to the fact that they may produce cultural services 
with organizational and highly controlled marketing 
patterns. This is a trend that has occurred more frequently 
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in recent times (Gardi et al., 2021). The term "marketing 
culture" can be defined as "an organizational culture that is 
more efficient and effective in creating employee behavior, 
giving exceptional value to buyers of corporate assets, and 
enabling exceptional business results." This definition is 
based on the concept of "organizational culture" (Faeq et al., 
2022). In addition, Hameed & Anwar (2018) defined 
several categories of culture as attitudes and values of 
language, traditions and manners, technology and material 
culture, social institutions (Qader et al., 2021), aesthetics 
(Faeq et al., 2022), and religion. These definitions may be 
found in Geiger and Kjellberg's work (Anwar, 2017). 
According to Sheth (2020), who also came to this 
conclusion, global marketing has had an effect on the 
cultures of other nations and plays a significant part in the 
development of a global culture. Because individuals are 
such an effective filtering mechanism, there has been a lot 
of discussion and controversy about the notion that 
marketing methods do not pose a barrier to the expansion of 
national culture. A well-known marketing expert named 
Hamza et al. (2021) has suggested that marketing is 
worthwhile if one understands and appreciates the values 
that customers are seeking (Faeq et al., 2022). In turn, this 
has an effect on the ability of companies to generate and 
incorporate the value of the connection (Anwar & Shukur, 
2015). As a result, marketing guidelines are developed to 
comprehend the wants of purchasers and present the 
recommendations of rivals (Hamad et al., 2021). As a result, 
developing effective channels of communication inside 
businesses is of utmost significance. According to Faeq 
(2022), self-knowledge is a source of wonderful 
management. Together with knowledge and awareness, it 
helps the people who are now employed by the organization 
derive the most possible benefit from all of the resources 
that are at their disposal. The management of knowledge 
and awareness, achieved via the presentation of a pre- 
identifier and the coordination of activities, plays an 
important role in enhancing and transforming resources into 
capabilities. When there is increased worldwide rivalry, 
there is a rise in the number of customers who are loyal to a 
certain brand. It is imperative to make use of the progress 
that has been made and the success that has been achieved 
by service businesses in order to acquire these clients by 
providing an exceptional level of service and ensuring total 
customer satisfaction. If a business can keep its workers 
happy, it will see a gain in income, a decrease in costs, and 
an improvement in its ability to satisfy its customers 
(Abdullah et al., 2017). According to Anwar (2017), the 
overarching concept of marketing is believed to be the key 
to achieving organizational consistency (Hamza et al., 
2021), such as the ratio of market to profitability, through 
communication and the determination of needs and desires 
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(Anwar & Shukur, 2015). This is stated to be the case 
because marketing focuses on satisfying the needs and 
wants of consumers. In addition to this, it will provide you 
with a suitable offer (Faeq & Ismael, 2022), which will have 
the greatest possible influence on the rival (Aziz et al., 
2021). Faeq (2022) assert that one of the most important 
factors contributing to the success of industrial businesses 
is innovation. The capacity to take part in innovative 
processes is essential to the innovation process (Anwar, 
2017). This entails providing new techniques, goods, or 
services, as well as new marketing strategies or concepts, 
with the goal of improving commercial practices in either 
internal or external company organizations. According to 
Qader et al. (2021), there is a clear connection between 
market orientation and innovation in corporate culture, in 
addition to the role that the trade brand plays in the industry 
(Faeq & Ismael, 2022). They offer the required contexts to 
improve our comprehension of market-based performance 
orientations as well as cultural searches (Sabir et al., 2021). 
These aspects are important contributors to the creation and 
administration of specialized models (Anwar, 2016). "The 
introduction of a new marketing approach that entails major 
modifications in product design or packaging, product 
placement, product promotion, or the calculation of the 
pricing" is how Faeq & Ismael(2022) c haracterized 
marketing innovation. These innovations are implemented 
by manufacturers as a result of the introduction of a new or 
significantly modified marketing idea or approach. This has 
influenced the manufacturers to apply these innovations. 
According to Anwar (2016), "new marketing tactics" are 
"marketing innovation." These techniques connect to 
strategic organizational behaviors and models. According to 
Sorguli et al. (2021), innovation in marketing involves 
coming up with fresh approaches. to establish and maintain 
communication channels, provide value to customers, and 
successfully manage customer affiliations. Anwar and 
Ghafoor (2017) state that graduates of higher education 
receive the training necessary to develop scientific 
understanding and information about the consequences of 
organizations (Anwar & Surarchith, 2015). For instance, the 
relationship between creativity and innovation, marketing 
practices, or creativity or innovation and the advancement 
of the organization makes peace with the significance of 
these contradictions (Ismael, 2022). Creativity and 
innovation are both important for marketing practices (Faeq 
& Ismael, 2022). 


Il. LITERATURE REVIEW 


Ali (2021) carried out an empirical examination of the link 
between the marketing culture of British tourism 
organizations and the loyalty of their customers. The 
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representative group that was chosen for inclusion in the 
FAME CD-ROM database by the Association of Hotels and 
Tourism in the United Kingdom The example sketch was 
created by using two sample criteria: firms must be hotel or 
travel managers and have at least 500 workers (Anwer et al., 
2022). A stratified random sample procedure was utilized in 
order to choose 250 different businesses using this sampling 
strategy. This study makes use of numerous regressions that 
confirm each other (Anwar & Ghafoor, 2017). The findings 
indicated that there is a connection between marketing 
culture and client loyalty that is of reasonably strong 
strength. In conclusion, a discussion is held on the relevance 
of the findings for tourist management as well as the 
methods that should be used in further study. Anwar (2017) 
analyzed the connection that exists between the two key 
concepts at the center of the discussion, namely market 
orientation and product innovation. 194 of the small firms 
in their sample had been operating for a total of 28 years 
(Ismael, 2022), provided employment for 267 individuals, 
and generated annual revenue of 51 million dollars. 
Approximately one-third of all small enterprises engage in 
mass production (Faeq & Ismael, 2022). The remaining 65 
percent utilized manufacturing methods that were 
specifically adapted for the key informants who took part in 
the survey (Abdulrahman et al., 2022). There were 32% 
who had marketing titles, while the remaining 68% held 
non-marketing shotguns (Anwar, 2017). For this 
investigation, several regression models were utilized. The 
authors investigated how market orientation and product 
innovation are related to one another, which are two 
fundamental concepts in the argument (Faeq, 2022). They 
guaranteed the respondents’ skill before the mailing of a 
phone, distinguishing proof from key witnesses on the 
premise of addresses gotten from a business supplier 
(Ismael, 2022). Bejtkovsk and Copca (2020) studied the 
relationship between market-oriented and organizational 
cultures (Anwar & Climis, 2017). The sample was 1100 
supervisors in 1100 hierarchical cultures at the strategic 
commerce unit from five different industries in Germany 
(Ismael et al., 2022). They concentrated on the most 
important sources, which included general directors, 
marketing administrators, and supervisors from various 
other utilitarian zones (Qader et al., 2022). In addition, they 
utilized the chi-square test. According to the findings, a 
culture that is oriented toward the market has an indirect 
impact on financial success through market performance, 
and the strength of this association is greater in markets that 
are very dynamic. In order to achieve the most recent 
positioning for the EU countries based on the degree of 
commercialization of the culture (Anwar & Louis, 2017), 
Akoi et al. (2021) investigated the level of market culture of 
the EU individuals through the websites of national tourism 
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organizations (Ismael, 2022). They also used the balanced 
scorecard approach, the correlation coefficients of Kendal, 
and the analysis of the non-parametric bidirectional 
variance of Friedman (Sadq et al., 2020). When discussing 
the topic of knowledge management, Ismael (2022) focused 
on what Singaporean firms failed to take into consideration. 
In addition, the task entails the gathering of information, its 
organization, and its subdivision (Faeq et al., 2022), as well 
as the application of univariate and multivariate quantifiable 
tests to the information that has been gathered (Qader et al., 
2022). The findings of the study demonstrated that 
knowledge management should take into account not only 
the technology components of the implementation but also 
the cultural, leadership, and contextual factors of an 
organization. Faeq & Ismael (2022) conducted research on 
the connections that exist between different organizational 
cultures. It is not common practice to examine the company 
environment, business strategy, and functional strategies 
from a holistic point of view. In terms of its significance to 
the economy, the food industry is significant due to the fact 
that it provides around 25 percent of GDP (Akoi & Andrea, 
2020). As a result, it acknowledges the multifaceted impact 
of cultural orientation by taking into account the operation 
of a rational model that integrates cultural orientation with 
business conditions, organizational strategy, functional 
strategies, and performance. This is something that has been 
demonstrated through experimentation. The researchers 
Abdullah et al. (2017) collected data from 201 different 
hotels all around the world and performed multiple 
regressions in order to examine the correlation between 
market orientation and performance. According to the 
findings, there is a significant relationship between market 
orientation and performance measures such as quality of 
service, client loyalty, staff happiness, and execution. 
Population, gross operating profit, and market share are 
some examples of metrics. The analysis showed, in 
particular, that the immediate consequence of market 
orientation is to drive innovation, which in turn improves 
the application of judgment, which in turn improves the 
attainment of goals. Mesfin et al. (2017) made an effort to 
seek out and determine the market orientation and 
marketing culture of all employees in organizations. This 
was done with the intention of determining the degree to 
which other members of an organization support or hinder 
the correct implementation of the marketing concept. 
Within the confines of a public library service, a gathering 
of central assemblies with the entire staff present took place. 
Within a period of nine weeks, the center held a total of 
eleven meetings with the participation of 165 stakeholders. 
an approach that was semi-structured and focused on 
important topics, such as the function of marketing, the 
many components that make up the marketing mix, and the 
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influence of the marketing strategy that was implemented. 
The findings demonstrated that despite the fact that every 
department within this association is focused on marketing, 
there are a variety of interpretations of what marketing is 
and how it needs to be carried out. In addition, research 
uncovered a number of factors that might be significant to 
the successful adoption of the marketing idea in public 
libraries (Anwar, 2017). The following three research issues 
were highlighted by Rasulev et al. (2020): (1) What sets 
certain manufacturing organizations apart from others when 
it comes to their level of innovativeness? (2) How does the 
introduction of new ideas affect the growth of an existing 
company? (3) Does the nature of the environment have a 
role in how the link between innovativeness and corporate 
performance manifests itself? In addition, the sample of 
1,000 businesses with annual sales of more than $100 
million and an identifiable marketing manager was acquired 
by Dun & Bradstreet Information Services and employed in 
factor analysis models. In spite of this, they construct 
theories that propose a market orientation, an 
entrepreneurial orientation, and a learning orientation as 
essential precursors to the creative process, in addition to an 
immediate connection between inventiveness and the 
execution of business strategies, by drawing on a variety of 
hypothetical points of view. After everything is said and 
done, and in relation to the ever-changing volatility of the 
business sector, a model is developed and tested that 
investigates these linkages. Discoveries validate the validity 
of the model and bear the cost of various tidbits of 
knowledge in the market volatility section of the planned 
connection structure. In conclusion, some thoughts are 
presented on the factors that lead to innovativeness in 
organizations as well as the results of that innovation 
(Darvishmotevali et al. 2020). In contrast to the self- 
reported metrics that are often applied to innovation 
research, Andavar and Ali (2020) investigated and analyzed 
the measurement of product innovation. In the study, 152 
rose breeders served as the sample, and ordinary least 
squares regression (OLS) was applied in order to determine 
the values of the coefficients in the equation system. 
According to the findings of the survey, the owners' 
innovative ability was embedded in all of the model's 
characteristics, and it had a beneficial effect on the model's 
performance in terms of market orientation, innovation, and 
new product development. Another intriguing finding that 
came out of the research was that understanding the client 
market may either have a favorable or negative influence on 
product innovation. This outcome is dependent on the level 
of originality possessed by the individual who is the owner 
of the new product domain. Chen (2020) investigated a 
structure within an expanded model of competing values in 
corporate culture. The study's primary focus was on the 
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ways in which organizational culture, market orientation, 
and innovation influence the performance of businesses that 
are competing in business-to-business markets. Spot checks 
were chosen by firms to offer samples of other companies 
headquartered in that nation and in the city where the 
meetings took place. These samples were then traded 
through the genuine trading that takes place in that country. 
For individual site meetings, spot checks were picked. A 
regression model was utilized in the survey. The research 
revealed that there are considerable disparities across 
nations in the media across all of the factors that were 
investigated, and these differences, in general, represent the 
qualities that are associated with national cultures (Hameed 
& Anwar, 2018) Using Webster's standard marketing 
culture instrument, Liu et al. (2020) investigated the 
possible influence of factors such as service quality, 
interpersonal connections, selling task, organization, 
internal communication, and innovativeness on marketing 
culture. On the basis of the information supplied by the 
workers at the Frontline hotel located in a city in western 
Turkey, the aforementioned possibilities have been 
investigated. The research region had thirteen four-star 
hotels with nearly 1,800 rooms in addition to the six five- 
star hotels that were included in the analysis. During the 
spring of 2001, 750 different observations were given out to 
different frontline personnel. An examination using a 
confirmatory factorial design was carried out on the 
measurements. According to the findings, interpersonal 
relationships, sales activities, internal communication, and 
innovation all have a significant positive impact on the 
marketing culture. On the other hand, the quality of the 
service and the organization do not have any significant 
impact on the marketing culture. The results of the 
confirmatory factor analysis of the six-factor structure have 
further lent credibility to the marketing culture scale by 
suppressing various elements of each dimension, with the 
exception of innovation. This is because the results of this 
analysis were used to confirm the validity of the marketing 
culture scale (Grier & Poole, 2020). Mkhize and Ellis 
(2020) conducted research to study various models that 
comprise a variety of cultural and behavioral practices that 
are connected by a causal link. As well as the general 
adaptation of each model and the importance of individual 
relationships in each model, a questionnaire was sent out to 
the executive directors of organizations in Toronto and 
Montreal (Canada) that were founded in 1958 and were 
involved in social administration, group support, or artistic 
endeavors. According to the findings, a culture that is 
market-oriented acts as a mediator for the positive 
association that exists between market-oriented conduct and 
the performance of an organization. The survey makes a 
contribution to the study of the possible link between culture 
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and market-oriented conduct in non-profit organizations. It 
also makes a contribution to the administrative processes 
that are aimed at introducing market orientation to this 
department. Joshi and Dhar (2020) examined the 
formulation of a model and experimentally verified it. The 
model incorporates several types of strategic orientation and 
market forces via organizational learning, revolutionary 
ideas, and company performance. They obtained the sample 
through a series of steps that included:First, they purchased 
a structure for conducting tests on 2,260 different brands of 
consumer goods and unused items. These brands were 
commonly utilized in 48 different classes by the China 
Marketing and Media Study conducted by Sino-Monitor 
International Company. (2000). Second, in order to pick 
scores for examination, they carried out a test that utilized a 
stratified sampling strategy. In two separate sessions, they 
sorted the brands into categories based on the percentage of 
the market that each brand had. At the Annual General 
Meeting, there were representatives from the 10 most 
expensive brands. At the second gathering, all of the 
surviving brands were there (Anwar & Balcioglu, 2016). 
They used structural equation modeling in addition to 
choosing at least three brands at random from each brand 
gathering across all product categories, ultimately selecting 
a total of 150 and 250 brands from the first and second brand 
gatherings, respectively. In addition, they held brand 
gatherings. According to the findings, market orientation 
encourages innovation that makes use of advanced 
technologies and provides greater benefits to traditional 
customers (this type of innovation is known as technology- 
based innovation), but it discourages innovation that 
focuses on emerging market segments (for example, 
market-based innovation). Moller et al. (2020) conducted 
research on the link between an organization's level of 
learning orientation (LO), market orientation (MO), human 
resources practices (HRP), and innovation, as well as how 
these factors relate to the organization's overall level of 
performance. The goal of this study was to show that 
innovation and human resources are important channels for 
communicating the benefits of LO and MO to performance 
outcomes. A model of connections is built on the basis of a 
large body of research, and it is then empirically verified 
using data obtained from 220 different organizations. To 
evaluate the data, modeling structural equations and/or 
modeling routes are used (Anwar, 2017). Investigating the 
direct, indirect, and aggregated impacts of LO and MO on 
the outcomes of the application of human resources and 
innovation (administrative, process innovation, and planned 
product innovation) as an intermediate is the most important 
aspect of this endeavor. This study monitors the impacts of 
each element in order to determine both the effects that have 
happened and the effects that have deviated from the 
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expected ones. Results One of the most important strategies 
for conveying the advantages of LO and MO is through the 
use of HRPs. In certain frameworks, the importance of this 
factor exceeds that of innovation. The findings also show 
that LO needs to be seen as an investigation, whereas MO 
ought to be regarded as the interface between the 
investigation and the abuse, and lastly, human resources and 
innovation ought to be regarded as challenges associated 
with either exploitation or implementation. 


Ii. RESEARCH MODEL 


The purpose of this study was to investigate the effect that 
the marketing culture of the healthcare industry has on 
marketing creativity. The investigation was carried out at 
the various medical facilities located in the Kurdistan region 
of Iraq. To measure marketing creativity in the healthcare 
sectors, the researchers used two different marketing culture 
aspects. The first marketing culture aspect was cultural 
value as a marketing culture aspect, and the second 
marketing culture aspect was cultural satisfaction as a 
marketing culture aspect. In addition, the researcher aimed 
to investigate the role of cultural experience as a mediator 
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in order to quantify both the marketing culture features and 
the direct and indirect effects on health care marketing 
creativity. In order to evaluate the effectiveness of the study, 
the researchers used a quantitative research approach in the 
form of a survey. The questionnaire was given out in a non- 
systematic manner to a total of 180 administrative staff 
members working in various healthcare sectors in the 
Kurdistan region. Despite this, the researchers were 
successful in collecting a total of 161 completed surveys. 
The Likert scale was used to evaluate each item in the 
questionnaire. The scale ranged from 1 to 5, with 1 meaning 
strongly disagree, 2 meaning disagree, 3 meaning neutral, 4 
meaning agree, and 5 meaning strongly agree. When the 
process of collecting data was finished, all of the 
information was put through an SPSS analysis in order to 
determine how the marketing culture features of healthcare 
affected marketing creativity. 


Research Hypotheses 


H1: Cultural experience mediates Cultural value as 
marketing culture aspect with marketing creativity. 


H2: Cultural experience mediates Cultural satisfaction as 
marketing culture aspect with marketing creativity. 


Table 1- KMO and Bartlett Sphericity Test of Self-rating Items 


Factors N of n KMO Bartlett test 
fen Chi-Square Sig 
Cultural value as marketing culture 13 161 | .667 2.071 .000 
Cultural satisfaction as marketing 14 161 
culture 
Marketing creativity 14 161 
Cultural experience 13 161 
As we can see in table (1), the result of KMO for all dependent variable r; is .667 which is higher than .001 this 


independent variables (cultural value as marketing culture, 
cultural satisfaction as a marketing culture), cultural 
experience as mediator and marketing creativity as 


indicates that the sample size used for the current study was 
more than adequate. Furthermore, the result of Chi-Square 
is 2155.2 with the significant level .000. 


Table 2: Reliability analysis 


Variables N of items n Cronbach's Alpha 
Cultural value as marketing culture 13 161 751 
Cultural satisfaction as marketing culture 14 161 .762 
Marketing creativity 14 161 781 
Cultural experience 14 161 731 


As seen in table (2), the reliability analysis for 55 items used 
to measure the influence of independent variables (cultural 
value as marketing culture, cultural satisfaction as a 
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marketing culture), and marketing creativity as dependent 
variable also cultural experience as mediator factor. The 
above 55 questions were distributed as follow; 13 items for 
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Cultural value as marketing culture, 14 items for Cultural 
satisfaction as marketing culture, 14 items for Marketing 
creativity, and 14 items for Cultural experience. The 
researchers applied reliability analysis to find out the 
reliability for each factor, the findings revealed as follow: 
as for Cultural value as marketing culture was found the 
Alpha to be .751 with the sample size of 161 for 13 
questions which indicated that all 13 questions used to 
measure Cultural value as marketing culture were reliable 
for the current study, as for Cultural satisfaction as 
marketing culture was found the Alpha to be .762 with the 
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sample size of 161 for 14 questions which indicated that all 
14 questions used to measure Cultural satisfaction as 
marketing culture were reliable for the current study, as for 
Marketing creativity was found the Alpha to be .781 with 
the sample size of 161 for 14 questions which indicated that 
all 14 questions used to measure Marketing creativity were 
reliable for the current study, and as for Cultural experience 
was found the Alpha to be .731 with the sample size of 161 
for 14 questions which indicated that all 14 questions used 
to measure Cultural experience were reliable for the current 
study. 


Table 3: Correlation Analysis 


Correlations 
Cultural value | Cultural Marketing | Cultural 
satisfaction | creativity experience 
Cultural value Pearson Correlation 1 
Sig. (2-tailed) 
N 161 
Cultural satisfaction Pearson Correlation .612™" 1 
Sig. (2-tailed) .000 
N 161 161 
Marketing creativity Pearson Correlation .631™" 628° 1 
Sig. (2-tailed) .000 .000 
IN 161 161 161 
Cultural experience Pearson Correlation 578° .602"* 639°" 1 
Sig. (2-tailed) .000 .001 .000 
IN 161 161 161 161 
** Correlation is significant at the 0.01 level (2-tailed) 


As it can be seen in table (3), the correlation analysis 
between Cultural value as marketing culture, Cultural 
satisfaction as marketing culture), and Marketing creativity 
as dependent variable also Cultural experience as mediator 
factor. The finding revealed that the value of Pearson 
correlation (r= .578°*" p<0.01), between Cultural value as 
marketing culture and Marketing creativity this indicated 
that there is positive and strong correlation between Cultural 
value as marketing culture and Marketing creativity, the 
value of Pearson correlation (r= .602"" p<0.01), between 
Cultural satisfaction as marketing culture and Marketing 
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creativity this indicated that there is positive and strong 
correlation between Cultural satisfaction as marketing 
culture and Marketing creativity, and the value of Pearson 
correlation (r= .639** p<0.01), between Cultural experience 
and Marketing creativity this indicated that there is positive 
and strong correlation between Cultural experience and 
Marketing creativity, 


H1: Cultural experience mediates Cultural value as 
marketing culture aspect with marketing creativity. 


Hierarchal Multiple Regression 
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Table 4-Hierarchal Multiple Regression 


Coefficients 
Unstandardized Coefficients Standardized t Sig. 
Coefficients 
B Std. Error Beta 
(Constant) 2.101 2231 5.661 .000 
Cultural value | .632 022 .637 3.522 .000 
(Constant) 1.211 189 2.774 .000 
Cultural value | .644 .087 647 1.822 001 
Cultural .669 .036 .672 1.252 .000 
experience 
a. Dependent Variable: Marketing creativity 


Table (4), demonstrates a hierarchal multiple regression 
analysis to investigate first research hypothesis which stated 
that Cultural experience mediates Cultural value as 
marketing culture aspect with marketing creativity. 
Concerning model (1) the direct relationship between 
Cultural value as marketing culture aspect and marketing 
creativity, the value of B = .632, the value of Beta = .637 
with P-value =.000 this indicated that there is a significant 
and positive relationship between Cultural value as 
marketing culture aspect and marketing creativity. As for 
model (2) which applied multiple regression analysis to find 
both Cultural value as marketing culture aspect as 
independent factor and Cultural experience as a mediator 


factor with marketing creativity as dependent factor, the 
findings showed that the value of B =.644, the value of Beta 
= .647 with P-value .001 as indirect relationship between 
Cultural value as marketing culture aspect and marketing 
creativity, on the other hand, the value of B =.669, the value 
of Beta = .672 with P-value .000 as mediation between 
Cultural experience and marketing creativity. The findings 
proved that there is a positive and significant direct and 
indirect relationship between Cultural value as marketing 
culture aspect and marketing creativity, moreover cultural 
experience has a positive and significant mediating role 
between Cultural value as marketing culture aspect and 
marketing experience. 


Table 5: Sobel Test 


Test statistic: 


Std. Error: p-value: 


Sobel test: 6.87681495 


|0.06265052 |(O 


Aroian test: 6.86823789 


'|0.06272875 + =||0 


|| Reset all || 


| Goodman test: 6.88542422 


|0.06257218 ||0 
= Calculate 


H2: Cultural experience mediates Cultural satisfaction as 
marketing culture aspect with marketing creativity. 


Table (5), illustrates the findings of Sobel test to find the 
mediation analysis, the result demonstrates the direct 
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relationship between Cultural value as marketing culture 
aspect and marketing creativity, P-value =.0002 this 
indicated that there is a significant and positive direct 
relationship between Cultural value as marketing culture 
aspect and marketing creativity. Furthermore, P-value is 
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.000 as indirect relationship between Cultural value as 
marketing culture aspect and marketing creativity. 
Moreover, the results proved that there is a positive and 
significant direct and indirect relationship between Cultural 
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value as marketing culture aspect and marketing creativity, 
moreover cultural experience has a positive and significant 
mediating role between Cultural value as marketing culture 
aspect and marketing creativity. 


Table 6: Hierarchal Multiple Regression 


Coefficients 
Model Unstandardized Coefficients | Standardized t Sig. 
Coefficients 
B Std. Error Beta 
1 (Constant) 1.881 .1007 4.522 .000 
Cultural satisfaction | .522 022 526 3.552 .000 
2 (Constant) 1.121 .139 2.552 .000 
Cultural satisfaction | .578 028 581 2.552 .000 
Cultural experience | .539 .083 542 2.991 .000 
a. Dependent Variable: Marketing creativity 


Table (6), demonstrates a hierarchal multiple regression 
analysis to investigate second research hypothesis which 
stated that Cultural experience mediates Cultural 
satisfaction as marketing culture aspect with marketing 
creativity. Concerning model (1) the direct relationship 
between Cultural satisfaction as marketing culture aspect 
and marketing creativity, the value of B = .522, the value of 
Beta = .526 with P-value =.000 this indicated that there is a 
significant and positive relationship between Cultural 
satisfaction as marketing culture aspect and marketing 
creativity. As for model (2) which applied multiple 
regression analysis to find both Cultural satisfaction as 
marketing culture aspect as independent factor and Cultural 


experience as a mediator factor with marketing creativity as 
dependent factor, the findings showed that the value of B 
=.578, the value of Beta = .581 with P-value .001 as indirect 
relationship between Cultural satisfaction as marketing 
culture aspect and marketing creativity, on the other hand, 
the value of B =.539, the value of Beta = .542 with P-value 
.000 as mediation between Cultural experience and 
marketing creativity. The findings proved that there is a 
positive and significant direct and indirect relationship P- 
value is significant at level 0.005 between Cultural 
satisfaction as marketing culture aspect satisfaction as 
marketing culture aspect and marketing and marketing 
creativity, moreover cultural experience has experience. 


Table 7: Sobel Test 


Test statistic: 


Std. Error: p-value: 


Sobel test: 6.19467801 


'|0.05029188 0 


|  Aroian test: 6.18807457 


||0.05034555 ||0 


| Goodman test: 6.20130264 


|(0.05023815 ||0 


Reset all 


| Sp). | 


Calculate 


Table (7), illustrates the findings of Sobel test to find the 
mediation analysis, the result demonstrates the direct 
relationship between Cultural satisfaction as marketing 
culture aspect and marketing creativity, P-value =.000 this 
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indicated that there is a significant and positive direct 
relationship between Cultural satisfaction as marketing 
culture aspect and marketing creativity. Furthermore, 
Pvalue is .000 as indirect relationship between Cultural 
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satisfaction as marketing culture aspect and marketing 
creativity. Moreover, the results proved that there is a 
positive and significant direct and indirect relationship 
between Cultural satisfaction as marketing culture aspect 
and marketing creativity, moreover cultural experience has 
a positive and significant mediating role between Cultural 
satisfaction as marketing culture aspect and marketing 
creativity. 


IV. CONCLUSIONS 


Since most healthcare providers are unwilling to invest in 
the constantly evolving technologies that aim to cut 
treatment costs and raise service quality, providers of 
healthcare are being held captive by the great demands of 
decreasing treatment prices and growing service quality. In 
the Kurdistan region of Iraq, the ability of healthcare 
providers to work successfully is hindered by a number of 
factors, including their limited scale, patients’ lack of 
knowledge and reluctance to try new things, inadequate 
skills and resource bases, rapid advances in technology, and 
providers’ inability to transfer strategic grounds to their 
areas of power. A sustained competitive advantage or a 
long-term advantage that rivals will find tough to reproduce 
can be achieved by concentrating on a certain geographic 
region within the healthcare industry. This improves the 
level of expertise and specialization that providers possess. 
According to the law of supply and demand in economics, 
such knowledge and expertise need to focus on the cost of 
treatments as well as the degree of service that is offered. 
The researchers evaluated the current study using a 
hierarchical multiple regression analysis and a Sobel test. 
The findings showed that a hierarchical multiple regression 
analysis was used to investigate the first research 
hypothesis, which stated that cultural experience mediates 
cultural value as a marketing culture aspect with marketing 
creativity. Regarding model (1), the direct relationship 
between cultural value as a marketing culture aspect and 
marketing creativity was indicated by the values of B =.632 
and Beta =.637, and the P-value was equal to.000; this 
indicated that there is a significant and positive relationship 
between cultural value as a marketing culture aspect and 
marketing creativity. Cultural value is an aspect of 
marketing culture. Marketing creativity is a component of 
cultural value. According to the findings of model 2, which 
used multiple regression analysis to find both cultural value 
as a marketing culture aspect as an independent factor and 
cultural experience as a mediator factor with marketing 
creativity as a dependent factor, the value of B =.644, the 
value of Beta =.647 with P-value.001 as an indirect 
relationship between cultural value as a marketing culture 
aspect and marketing creativity, while the value of B =.669, 
the value of Beta =.647 with P-value.001 as an indirect 
relationship between culturalAccording to the findings, 
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there is a positive and significant connection, both directly 
and indirectly, between cultural value as an aspect of 
marketing culture and marketing creativity. In addition, the 
findings demonstrated that cultural experience plays a 
positive and significant role as a mediator between cultural 
value as an aspect of marketing culture and marketing 
experience. In addition, it was discovered that there is a 
direct relationship between cultural value as an aspect of 
marketing culture and marketing creativity. This 
relationship had a P-value of.0002, indicating that there is a 
significant and positive direct relationship between cultural 
value as an aspect of marketing culture and marketing 
creativity.In addition, the Pvalue for the indirect association 
between cultural value as an element of marketing culture 
and marketing innovation is 1.000. In addition, the findings 
demonstrated that cultural experience plays a positive and 
significant mediating role between cultural value as a 
marketing culture aspect and marketing creativity. In 
addition, the findings demonstrated that there is a positive 
and significant direct and indirect relationship between 
cultural value and marketing creativity. On the other hand, 
the hierarchal multiple regression analysis was used to 
investigate the second research hypothesis, which stated 
that cultural experience mediates cultural satisfaction as a 
marketing culture aspect with marketing creativity. This 
hypothesis was investigated in order to test the second 
research hypothesis. Concerning model (1), the direct 
relationship between cultural satisfaction as a marketing 
culture aspect and marketing creativity, the value of B =.526 
and the value of Beta =.526 with a P-value of.000 indicated 
that there is a significant and positive relationship between 
cultural satisfaction as a marketing culture aspect and 
marketing creativity. This was determined by the fact that 
beta had a value of .526.As for model 2, which used multiple 
regression analysis to find both cultural satisfaction as a 
marketing culture aspect as an independent factor and 
cultural experience as a mediator factor with marketing 
creativity as a dependent factor, the findings showed that the 
value of B =.578 and the value of Beta =.581 with a P-value 
of.001 as an indirect relationship between cultural 
satisfaction as a marketing culture aspect and marketing 
creativity, on the other hand, the value of B =.539 as a direct 
relationship between cultural satisfaction as a marketing 
culture aspect and marketing creativity, on the other hand, 
was According to the findings, there is a positive and 
significant relationship between cultural satisfaction as an 
aspect of marketing culture and marketing creativity. In 
addition, the findings demonstrated that cultural experience 
plays a positive and significant mediating role between 
cultural satisfaction as an aspect of marketing culture and 
marketing experience. According to the results of the Sobel 
test, it was discovered that there is a significant and positive 
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direct relationship between cultural satisfaction as a 
marketing culture aspect and marketing creativity. This was 
indicated by the fact that the P-value for this relationship 
was equal to zero, which indicated that there is a significant 
and positive direct relationship. In addition, the P-value for 
the indirect association between cultural pleasure in the 
context of the marketing culture element and marketing 
inventiveness is 0.000. In addition, the findings 
demonstrated that there is a positive and significant direct 
and indirect relationship between cultural satisfaction as a 
marketing culture aspect and marketing creativity. 
Furthermore, the findings demonstrated that cultural 
experience plays a positive and significant mediating role in 
the relationship between cultural satisfaction as a marketing 
culture aspect and marketing creativity. Nonetheless, 
putting an emphasis on cost savings, enhanced quality, and 
distinct industry are three essential components that are 
necessary to improve healthcare systems that are supported 
by patients. This is something that can be accomplished 
through the acquisition of new technology as well as 
through workers who are well-trained and motivated to use 
their expertise for the betterment of society in a way that 
carves out a distinct market that competitors can either 
rarely replicate or copy at a high cost. 


According to the results, the healthcare industry 
standardizes its service offerings, trains its employees, and 
places a focus on working together. They adapt their rates, 
hire people from the area, and contribute to the community's 
research and development efforts. The aspects of the 
endeavor that deal with standardization are predicated on 
the healthcare delivery definition, whereas the challenges 
associated with adaptation are centered on marketing 
strategy. This combination of adapting to and standardizing 
for local conditions leads to the formation of trust and 
networks, which in turn make the offering concrete and easy 
to understand. Informal networks are anchored in the local 
environment and assist in creating the credibility of service 
providers, as opposed to formal networks, which focus on 
international issues and include the government, regulators, 
foreign organizations, physicians, and students. As a 
consequence of this, the development of the company's 
network has an influence on the trustworthiness of the 
company and has a tendency to resolve the intangibility and 
heterogeneity of the service provided. The growth of trust 
and networks that sustain the international process by 
increasing homogeneity and tangibility are two reasons why 
culture is important for the marketing of services. Culture 
contributes to a deeper understanding of which aspects of 
the offering can be standardized or adapted, and it also plays 
a role in the development of these aspects. 
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vV. CONTRIBUTION 


Our investigation makes a contribution to the body of 
literature on international service marketing by developing 
a model of internationalization of health service marketing 
that places a primary emphasis on adaptation/ 
standardization, confidence, and network in order to address 
the challenges posed by the intangibility of services and the 
diversity of programs. The findings of the investigation 
have implications for management as well. According to our 
understanding, managers should be aware that selling 
people-processing facilities requires the building of local 
networks in order to obtain confidence and credibility in the 
local market. This is something that should be made clear to 
managers. 


VI. MANAGERIAL IMPLICATIONS 


In light of the data presented above, the following 
suggestions are offered with great conviction. 


Because specialization reduces work complexity, costs, and 
time, carves out an attractive niche, and separates a 
company's operations from those of others, healthcare 
providers should concentrate on specialized business areas. 


Because most of the innovations that improve procedures 
and lower costs are outside the financial means of healthcare 
providers, the government will be able to aid these 
businesses by providing them with access to banking 
facilities. 


The providers of healthcare in the Western world are 
strongly encouraged to work together with their peers who 
are more technologically advanced in order to display 
transparency in their entire dealings. 
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